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Abstract 
Theoretical Foundation of iPledge Campaign 
Aju Eluvathingal MPH1 
Michael Yudell PhD1, Cheryl Brubaker2 
1Drexel University School of Public Health, 2Women Against Abuse 
Background: The iPledge Campaign is a ‘Women Against Abuse’ initiative. This campaign 
originated in response to the rising incidence of domestic violence in Philadelphia. It embodies 
the mission of ‘Women Against Abuse’, by raising awareness of the prevalence and impact of 
abusive relationships, in order to prevent domestic violence. 
Objectives: Women Against Abuse wanted to provide a strong theoretical foundation for the 
iPledge campaign so that it could be studied by other organizations and replicated as per the 
requirement in different settings. 
Methods: Researched the existing health behavior theories used to influence the community to 
bring about the desired change in behavior, through literature review. A detailed understanding 
of the functioning of the iPledge campaign was taken into consideration to outline the theoretical 
foundation of this campaign. 
Results and Conclusion: The iPledge campaign has its concepts rooted in the different theories. 
This campaign integrates the concepts of Theory of Planned Behavior, Social Cognitive Theory, 
and Social Marketing Theory. The iPledge campaign attempts to bring about a change in the 
society by disseminating information, raising the awareness and getting the people actively 
involved in the cause for domestic violence victims.
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Introduction 
Domestic violence is defined as the threat or exercise of physical, psychological, and/or 
emotional violence; i.e., any type of force against another person with the intent of inflicting 
harm or exercising power and control over them. The perpetrator is known to the victim and 
comes from the victim’s “domestic environment”: an intimate partner, husband, former intimate 
partner, family member, friend or acquaintance(Flury, Nyberg, & Riecher-Rossler, 2010). 
Domestic violence poses serious physical trauma to female victims. One in every four 
women experiences Domestic Violence (DV) in her life time(Flury, et al., 2010). In addition to 
their physical wounds, victims of domestic violence often suffer from emotional and mental 
health symptoms such as depression and anxiety; job loss and homelessness due to fleeing an 
abusive relationship; and the fear of losing their children to protective services or their abusive 
partner. Because children that are exposed to domestic violence are more likely to participate in 
abusive relationships as adults, domestic violence often impacts multiple generations within the 
same 
Victims of severe DV loses nearly 8 million days of paid work-the equivalent of more 
than 32,000 full-time jobs-and almost 5.6 million days of household productivity each year 
(Family Violence Prevention Fund, 2010). This lose is not only for the victims but results in 
emotional and financial strain on the fabric of the society. The whole community gets affected by 
such acts of abuse. 
The mission to end domestic violence requires a coordinated community response in 
which bystanders are committed to getting involved by urging their legislators to provide 
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funding for domestic violence services, reporting incidences of domestic violence to the police, 
and being aware of resources available for victims. 
Background and Significance 
Domestic Violence: A Problem for Philadelphia: 
 
Domestic violence is a silent epidemic in Philadelphia, meaning that it is affecting 
hundreds of thousands of individuals, yet garnering little attention or community awareness 
(Max et al., 2004). The Philadelphia Police Department receives more than 100,000 domestic 
abuse calls each year, and the Philadelphia Domestic Violence Hotline was forced to deny nearly 
6,000 requests for shelter in fiscal year 2010 due to lack of space. According to the Philadelphia 
Police Department, domestic homicides nearly doubled in Philadelphia from 2008 to 2009 – an 
increase that was mirrored statewide as evidenced by a nearly 50% increase in domestic 
homicides in Pennsylvania in 2009. 
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Demographics of Domestic Violence in Philadelphia by Police Districts
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Impact of Domestic Violence on Communities and Neighborhoods 
 
Domestic violence makes a profound impact on numerous sectors in Philadelphia, 
including law enforcement, the court system, hospitals and emergency rooms, the child welfare 
system, shelter providers, and the workforce.  
In addition to their physical wounds, victims of domestic violence often suffer from 
emotional and mental health symptoms such as depression and anxiety; job loss and 
homelessness due to fleeing an abusive relationship; and the fear of losing their children to 
protective services or their abusive partner. Because children that are exposed to domestic 
violence are more likely to participate in abusive relationships as adults, domestic violence often 
impacts multiple generations within the same family (Director & Linden, 2004; Flury, et al., 
2010).  
Importance of Domestic Violence Prevention Programs 
Effective intervention, like the emergency residential services, legal aid, counseling and 
supports, are vital to breaking this intergenerational cycle of domestic violence. The mission to 
end domestic violence requires a coordinated community response in which bystanders are 
committed to getting involved by urging their legislators to provide funding for domestic 
violence services, reporting incidences of domestic violence to the police, and being aware of 
resources available for victims.  
Community education like the iPledge Campaign is a critical component in building a 
community-wide response to domestic violence.  
Women Against Abuse  
Women Against Abuse is a domestic violence service provider in Philadelphia. The 
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organization, which began in 1976, serves more than 12,000 people each year through a 100-bed 
emergency shelter, transitional housing program, legal center, hotline counseling, community 
education, and advocacy. The mission of Women Against Abuse is to provide quality, 
compassionate and nonjudgmental services in a manner that fosters self-respect and 
independence in persons experiencing intimate partner violence, and to lead the struggle to end 
domestic violence through advocacy and community education. 
The iPledge Campaign 
The iPledge Campaign is a Women Against Abuse initiative. The iPledge Campaign, 
which originated in response to the rising incidence of domestic violence in Philadelphia, 
embodies the mission of Women Against Abuse by raising awareness of the prevalence and 
impact of abusive relationships, in order to prevent domestic violence. 
 
The iPledge campaign encourages Philadelphians to sign in on the online pledge and 
commit themselves to a life of non violence.  
The Pledge- 
• “I pledge to take action against domestic violence by choosing not to remain silent. 
Instead, I will speak up for those in my neighborhood, family, work or school who 
are victims of abuse. I will create a peaceful and safe environment in my home; and 
will not raise my hand in violence nor my voice in anger. By living this pledge, I am 
joining with others to end violence in my home and community.” 
 
This pledge helps to reinforce that domestic violence is unacceptable and one realizes 
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that every time domestic violence is met with silence, it plants the seed for further abuse of the 
victim. The campaign encourages people to get involved in activities supporting the domestic 
abuse victims and raise their voice against domestic violence. The idea of the campaign is to 
motivate active bystander intervention for domestic abuse and bringing about a change in the 
society where domestic violence is unacceptable. 
 
The iPledge Campaign was launched in 2008. Every year there is a press 
conference to kick-off the campaign. iPledge takes place each October in conjunction 
with Domestic Violence Awareness Month. This year the mayor of Philadelphia, Mr. 
Nutter was present at the press conference to support the cause. The iPledge campaign 
attempts to spread awareness through various activities throughout the month of October. 
The campaign has grown since its launch, when it was restricted only to the press 
conference. In 2011, iPledge campaign comprised of Public Service Announcements at 
radio channels, press releases to spread awareness on domestic violence and distribution 
of purple ribbons to pledge their solidarity with the iPledge campaign at various different 
points in the city. There were bus shelter advertisements promoting the iPledge 
Campaign. The City Hall portals had the iPledge banners set up throughout the month. 
The Fairmount Park in the centre of Philadelphia turned its fountain purple on the day of 
the press conference in support of the iPledge campaign. 
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AIMS 
 Describe the goals of iPledge campaign in theory 
 Examine the theoretical foundations of the campaign 
 Provide recommendations for awareness activities for the campaign 
 Describe and contribute towards designing a toolkit for conducting iPledge campaigns at 
different organizations 
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Research Design and Methods 
This project was designed to examine the theoretical foundation of the iPledge campaign and 
to further improve the campaign through recommended activities. This project also envisions the 
development and design of a toolkit for the campaign to be replicated at different organizations. 
A comprehensive literature review was conducted to examine the theories that support the 
iPledge campaign and also to define the goals of the campaign with theory. 
• Subjects 
No subjects were required, as the project is based on literature review. The campaign aims to 
target the general population to raise awareness about the issues and to encourage them to 
become proactive in preventing Domestic Abuse in their community. Research shows that 
85% of the victims of domestic abuse are women. However, Women Against Abuse 
designed the iPledge campaign to target the entire population considering that there is abuse 
also in same sex relationships and wishes to address the issues in such relationships too. The 
idea behind the campaign is to bring about a social change in the minds of the people to stop 
accepting domestic abuse as part of daily life.  
• Literature Review 
Different theories were considered while examining the theoretical foundation of the iPledge 
campaign. The theories were 
o Theory of  planned behavior 
o Social Cognitive Theory 
o Social Marketing Theory 
o Health Belief Model 
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o Trans-theoretical Model 
o Ecological Model 
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Results 
Defining the Goals of the iPledge Campaign 
The goals of the ‘iPledge Campaign’ is to bring about a change in the society focusing to 
achieve active bystander intervention based on the following principles 
o Attitudinal change  
o Changing Social norms 
o Behavioral change 
Attitudinal change: To increase the awareness about domestic violence and its impact on the 
victim, children, family and the community as a whole. 
Changing Social Norms: To generate discussions about Domestic violence among the target 
population, in order to facilitate understanding and knowledge acquisition. To develop a 
society where domestic violence is not acceptable and victims are not blamed for the 
situation. 
Behavioral Change: Encourage the society to become proactive in their support to prevent 
Domestic Abuse and help the victims. The goal is to transform the knowledge gained into a 
behavior which entails the safety of all in the society to live with dignity.  
The Theoretical Framework  
The iPledge campaign has its concepts rooted in the different theories and will try to bring 
about a change in the society by disseminating information, raising the awareness and getting the 
people actively involved in the cause for domestic violence victims. The campaign integrates the 
concepts of  
o Theory of Planned Behavior 
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o Social Cognitive Theory 
o Social Marketing 
Theory of Planned Behavior 
The Theory of Planned Behavior is an extension of the theory of Reasoned Action. This 
was proposed by Icek Ajzen. The theory suggests that the behavior can be predicted as 
behavior can be deliberative and planned. Behavior is determined by a person’s intention 
to perform the behavior and that this intention is, in turn, a function of his/her attitude 
toward the behavior and his/her subjective norm (Ajzen, 1991) (Plotnikoff et al., 2011). 
 
Social Cognitive Theory 
Social Cognitive Theory suggests that if one is motivated to learn a particular behavior, it 
can be achieved through observation. The theory promotes the idea of learning through 
observation and then the learning converting to action through imitation. Reinforcement 
of the learned behavior happens when one receives positive feedback. This theory argues 
that outcome of actions greatly influences the nature of one’s action(Bandura, 2001). 
Social Marketing Theory 
Social Marketing is using the techniques and concepts of marketing to achieve certain 
behavior goals for a social good. The general marketing techniques are used to either 
endorse or discourage a specific behavior. The bystander effect is an effective tool that 
has been used in social marketing to prevent sexual assaults in college campuses(Potter & 
Stapleton, 2011).   
Toolkit Description 
A need assessment conducted in March 2011 at Women Against Abuse, recommended 
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the need to disseminate information through ‘campaign in a box’ toolkit to further improve the 
awareness of domestic violence among Philadelphians and motivate them to take the pledge 
against domestic violence. The purpose is to be able to engage people in a more closed 
environment and focus on the messaging through awareness building activities at an 
organizational level which can be held at organizations throughout the year. This project 
envisions developing a toolkit for the iPledge campaign which would incorporate other 
awareness building activities. This toolkit will enable different organizations (corporate, 
educational, community etc.) an opportunity to hold iPledge campaign at their site. The toolkit 
will offer diverse activities to be held in phases and also offer them the flexibility of choosing 
activities based on the environment and target audience to promote domestic violence awareness. 
An intense format of the toolkit campaign will provide the organization the opportunity to 
conduct an additional educational session with the services of a health educator from Women 
Against Abuse. 
 The toolkit will guide the organization to conduct their own iPledge campaign in their 
organization. It will act as a step by step guide with resources in getting people involved and 
spreading the message about domestic abuse. 
The iPledge toolkit will consist of  
 Email Templates 
 Poster Templates 
 Updated Fact file about Domestic Abuse 
 Flyers 
 Educational handout for seminars 
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 List of Guest Speakers 
 List of Educational videos/ movies 
 Activity List 
 Timeline for conducting the Campaign 
 Questionnaire 
 List of Agencies to provide support/ counseling/ shelters 
 Accessible Hotline Numbers 
Email Templates: 
The email templates will help the individual in the organization to  
o request permission from superiors to conduct the campaign 
o request for toolkit from Women Against Abuse 
o announce the campaign in the organization 
o introduce the issue to the organization 
o remind the event 
Poster Templates: 
These poster templates will have provision to add the organization conducting the campaign to 
add their logo. This will enable the organization to personalize the campaign. 
Updated Fact File about Domestic Abuse: 
An fact sheet concerning the latest statistics about Domestic Abuse and victims will be provided 
to the organization and its members 
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Flyers: 
Flyers to be distributed at different events will be provided along with the toolkit.  
Educational handout for seminars: 
The handouts to be provided to the participating members will be provided by Women Against 
Abuse 
List of Guest Speakers: 
Women Against Abuse will provide the organization conducting iPledge campaign with a list of 
pre-approved speakers. This is to ensure the messaging is not lost through random speakers. 
List of Educational videos/ movies: 
The toolkit from Women Against Abuse will also provide the organization with a list of 
educational videos/ movies on the subject. The organization will be provided with options to buy 
or rent out these videos. 
Activity List: 
The toolkit will have a list of activities that can be conducted during the iPledge campaign at the 
organization. 
Timeline for conducting the Campaign: 
A timeline sheet will be provided in the toolkit to enable the organizer to maintain the tempo of 
the campaign. 
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Questionnaire: 
A questionnaire will be provided in the toolkit to be sent out in the organization to help gauge the 
level of awareness about Domestic Abuse and also to create inquisitiveness surrounding the 
cause. 
List of Agencies to provide support/ counseling/ shelters: 
The toolkit will have a list of agencies which provide legal support this cause in Philadelphia. 
There will also be a comprehensive list of counseling centers and shelters for victims around 
Philadelphia. 
Accessible Hotline Numbers: 
The toolkit will provide the national hotline number and also the toll free number in 
Philadelphia.  
Recommended Activity List for the iPledge Campaign 
 Poster Campaigns 
 Educational Videos 
 Educational Seminars 
 Organizing Walks 
 Systemic emails on keeping them involved after the sign up event 
 Hand prints 
 DV skits 
 Poetry  
 Slogan contest ‘I want to stop DV because.....’ 
 Surveys/ Questionnaire  
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Poster Campaigns:  
Poster Campaigns can be conducted within the organization to bring attention to the cause of 
Domestic Abuse. These posters will also be helpful in passing on important information like the 
existence of a toll free hotline for the Domestic Abuse victims.  
Educational Videos: 
Educational videos are a useful tool to provide the information to the public in shortest time with 
a great impact. The educational video may be used to simply highlight the gravity of the issue or 
it could help the people to actually know what steps should be taken to address the issue of 
Domestic Abuse. 
Organizing Walks: 
This is a wonderful way to get people involved in the organization. This gives the people the 
feeling of getting involved in the cause and at the same time creates awareness for a greater 
audience beyond the scope of the organization.  
Systemic emails on keeping them involved after the sign up event: 
It is very essential to keep the people involved about the issue during the event and even after the 
campaign. Systemic emails updating the individual about the latest events, laws, help lines, 
shelter options are helpful to keep them aware of the possible options to address the issue. 
Hand prints: 
Individuals at the organization could use their handprints to spread the message. This could be 
done by simply outlining once hand on a huge chart paper placed in the institution. The idea is 
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for individuals to come up and outline their hand and leave a message to encourage the victims 
to raise their voice against abuse or it could be a simple message to support the cause. This 
activity involves individual and has a greater impact as the individual is participating in the event 
and it’s a constant reminder of the cause for all the members in the institution. 
Domestic Violence skits: 
 People in the organization could be encouraged to perform skits to raise awareness about the 
issue. This would ensure participation and individuals would make an effort to research and learn 
about the issue. The skit itself would spread the message to others who might not be directly 
involved. 
Poetry: 
Poetry has been used not only to spread the message but also the victims can find solace in 
expressing themselves.  
Slogan contest ‘I want to stop DV because.....’ 
A slogan contest may be conducted within the organization to raise awareness and to involve 
everyone in the cause. 
Educational Seminars: 
Educational seminars are affective for smaller groups who show interest in the cause. This is an 
opportunity to provide a more information in depth and to motivate them to become proactive for 
the cause of preventing Domestic Abuse and helping out the victims. 
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Survey/ Questionnaire: 
A survey/ questionnaire may be used as a tool to gauge the level of knowledge of an individual 
to decide on the type of campaign to be conducted within the organization. This questionnaire 
will also serve the purpose of actually making the individual aware of the impact that Domestic 
Abuse has on the society and also make them more inquisitive about the issue. The way the 
questions are formed will also help to pass on information about the DV hotline for the victims 
and their relatives.  
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Discussion 
Theory of planned behavior, Social Cognitive Theory and Social Marketing Theory plays 
a key role in the formation of the goals of the iPledge campaign. The various activities planned 
in this campaign help to achieve the goals based on these three theories. 
Theories 
Theory of  planned behavior 
The Theory of Planned Behavior is an extension of the theory of Reasoned Action. This was 
proposed by Icek Ajzen. The theory suggests that the behavior can be predicted as behavior 
can be deliberative and planned. Behavior is determined by a person’s intention to perform 
the behavior and that this intention is, in turn, a function of his/her attitude toward the 
behavior and his/her subjective norm (Ajzen, 1991) (Plotnikoff, et al., 2011). 
This theory suggests that human behavior is guided by three kinds of consideration, 
“behavioral beliefs,” “normative beliefs,” and “control beliefs.” In their respective 
aggregates, “behavioral beliefs” produce a favorable or unfavorable “attitude toward the 
behavior”; “normative beliefs" results in “subjective norm”; and “control beliefs” gives rise 
to “perceived behavioral control (Glanz et al, 2002).” 
Attitude is determined by an individual’s beliefs about the outcome of performing the 
behavior and the calculated risk assessment (affects) of the outcome of the behavior. 
Subjective behavior is the belief of an individual, as to whether a behavior is approved or 
disapproved by an individual (valued by the decision maker) or a society (group of people 
having value in the decision maker’s life). A person might be motivated to perform a 
behavior if it meets the expectation of a highly revered individual or society, and conversely 
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might discourage the person from the behavior if same people completely disagree or 
disapprove the behavior in contention. 
Perceived behavioral control means that behavioral performance is determined jointly by 
motivation or intention and ability or behavioral control. A person’s perception of control 
over behavioral performance, together with intention, is expected to have a direct effect on 
behavior. Theory of Planned Behavior is suggestive that ‘perceived behavior control’ is an 
independent determinant of behavioral intention, attitude towards the behavior and subjective 
norm (Glanz et al, 2002).   
“Attitude towards the behavior”, “subjective norms,” and “perceived behavioral control” lead 
to the formation of a “behavioral intention”.   Perceived behavioral control is presumed to 
affect actual behavior directly, but also affect it indirectly through behavioral intention. 
Behavioral intention is a person’s willingness to perform a behavior. The more favorable the 
attitude toward behavior and subjective norm, and the greater the perceived behavioral 
control, the person will have a stronger intention to perform the behavior. Theory of Planned 
behavior suggests that if a person has some control over the behavior then people will carry 
out their intentions when the opportunity arises. 
 
Social Cognitive Theory 
Social Cognitive Theory suggests that if one is motivated to learn a particular behavior, it can 
be achieved through observation. The theory promotes the idea of learning through 
observation and then the learning converting to action through imitation. Reinforcement of 
the learned behavior happens when one receives positive feedback. This theory argues that 
outcome of actions greatly influences the nature of one’s action (Bandura, 2001). 
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Bandura stresses that the easiest way to display moral development would be upon the 
consideration of multiple factors including social, cognitive, or environmental. The 
relationship between the three factors will provide insight into the complex concept of 
morality. Further development in social cognitive theory points out that learning will most 
likely occur if there is a close identification between the observer and the model and if the 
observer also has a good deal of self-efficacy (Glanz et al, 2002). Self-efficacy beliefs 
function as an important set of proximal determinants of human motivation, affect, and 
action which operate on action through motivational, cognitive, and affective intervening 
processes. Identification allows the observer to feel a one-to-one connection with the 
individual being imitated and will be more likely to achieve those imitations if the observer 
feels that they have the ability to follow through with the imitated action. 
The social cognitive theory has five distinctive components, namely 
• Psychological determinants of Behavior 
Psychological determinants of behavior refer to the beliefs that one has and how one 
perceives it. These beliefs may be about the possible consequences of the behavior and the 
value associated with it. The belief can be about personal ability to perform the task to 
achieve the desired behavior. Alternatively, this can also be extended to the ability of the 
group in performing a given task in achieving the desired behavior.  
• Observational Learning 
Learning to perform new behaviors by exposure to interpersonal or media displays of them, 
particularly through peer modeling. 
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• Environmental determinants of behavior 
Environmental Determinants of behavior refers to the factors that can affect a person’s 
behavior. There are social and physical environments. Social environment include family 
members, friends and colleagues. Physical environment is the size of a room, the ambient 
temperature or the availability of certain foods. 
• Self-regulation 
Controlling one-self through self-monitoring, goal setting, feedback, self reward, self-
instruction and getting social support. 
• Moral Disengagement 
Moral disengagement is the way of thinking of harmful behaviors and people who are 
harmed that make infliction of suffering acceptable by disengaging self-regulatory moral 
standards. 
The above mentioned constructs form the basis of the Social Cognitive Theory. This theory 
provides an understanding of the reasons responsible for the change of individual health 
behaviors, the social and environmental factors influencing these reasons.  
Social Marketing Theory 
Social Marketing is using the techniques and concepts of marketing to achieve certain 
behavior goals for a social good. The general marketing techniques are used to either endorse 
or discourage a specific behavior. The bystander effect is an effective tool that has been used 
in social marketing to prevent sexual assaults in college campuses(Potter & Stapleton, 2011).   
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      Social marketing is the systematic application of marketing, along with other concepts and 
techniques, to achieve specific behavioral goals for a social good. Social marketing can be 
applied to promote merit goods, or to make a society avoid demerit goods and thus to promote 
society's well being as a whole. Social marketing uses the benefits and of doing social good to 
secure and maintain customer engagement. In social marketing the distinguishing feature is 
therefore its "primary focus on social good, and it is not a secondary outcome. Social marketing 
applies a "customer oriented" approach and uses the concepts and tools used by commercial 
marketers in pursuit of social goals (Glanz et al, 2002).  
The basic principles of Social Marketing are as follows 
• Focusing on Behavior 
The intention is always to bring about an ideal behavior rather than the marketability of the 
product. The behavior is linked to consumer benefit.  
• Prioritizing Consumer Benefits 
Social marketing programs focus on the benefit of the consumer and not on the benefit of the 
organization or the service. Social marketing benefits the society at large or the intended 
audience rather than the organization or the service being provided.  
• Maintaining a Market Perspective 
The program should focus on the needs and the desires of the consumer (intended audience). 
Detailed information is to be provided and the desirability of the message or behavior is to be 
increased to keep the consumer interested. 
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• Determining Marketing Mix with four Ps 
The four P’s are – Product, Price, Place and Promotion. Product, Price and place are to be 
made desirable for the consumer. Promotion of the product or desired behavior is to be done 
making it possible for the intended audience to achieve the intended behavior. 
• Using Audience Segmentation 
The audience may be grouped into homogenous types to market the product based on the 
requirements of the specific groups. Specific approaches may be used to target the specific 
audience. 
Goals and Theories 
Attitudinal Change- Theories and Activities  
The iPledge campaign tries to bring the sensitive issue of Domestic Abuse out in the 
open. This is an issue that people generally are not keen to talk discuss.  One of the goals of the 
campaigns is to bring about attitudinal change in the individual and the society. People shy away 
from discussing this topic saying that ‘Domestic Abuse is a private affair! It does not concern 
me.’ This campaign brings forth the taboo topic out in the open. This campaign empowers the 
individual with the knowledge about the extent to which everyone gets affected by the issue of 
Domestic Abuse and provides the reasons to get involved.  
The theory of Planned Behavior focuses on how behavior can be predicted, as behavior 
can be deliberative and planned. This theory further explains the decision making procedure is 
influenced by the intention of an individual and the attitude towards the issue (Ali, Saeed, Ali, & 
Haidar, 2011) (Ajzen, 1991). An aspect of the Social Cognitive Theory focuses on the 
psychological determinant of behavior (Rogers et al., 2004). The iPledge campaign focuses on 
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bringing about the right attitude in the individual which will ultimately influence the behavior of 
the individual.  
Specific activities to grab the attention of the society through the promotional activities 
like banner placements, flyers, radio time discussing the issue, the press conference itself help to 
pass on the information to the individual. Among the recommended list of activities, poster 
campaign, systemic emails updates, walking for the cause will help to build the intention of the 
individual and help to bring about an attitudinal change. All the activities are marketing 
strategies to help promote the cause thus tying it to the Social Marketing Theory (Black, Loftus, 
Chatterjee, Tiffany, & Babrow, 1993). This campaign focuses on disseminating information 
about domestic abuse and helps people to realize that it is not only the victim that is affected but 
their children, families and the society as a whole. The campaign further helps to emphasize that 
the whole society gets affected when people lose days at work. This helps to motivate the people 
to question their own attitude towards the issue.  
Changing the social norm-Theories and Activities 
Another goal of the campaign is to bring about a change in the social norms. Currently 
there is an informal level of acceptance surrounding the issue of Domestic Abuse. One might 
argue that they do not condone such activities but the moment when you chose to look away 
from the problem; you encourage the whole issue. The iPledge campaign strives hard by 
bringing forth the stories of victims and survivors to the forefront. The campaign is trying to 
develop a society where domestic violence is not acceptable and the victims are not blamed for 
the situation. 
The theory of planned behavior focuses on the intention of an individual playing a role in 
detrimental in deciding the behavior of the individual (Jang & Yoo, 2012) (Ajzen, 1991). 
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Making people aware that keeping quiet and ignoring incidents of domestic abuse in the society 
is actually encouraging them to continue with the practice is a huge step towards bringing about 
the desired behavioral change.  
Learning through observation and reinforcement through positive feedback are 
components of the Social Cognitive Theory (Rogers et al., 2004). The iPledge Campaign brings 
out the stories of victims and survivors to the forefront. This enables the public to understand 
through the stories of survivors and victims’ the need to be a part of the movement to prevent 
Domestic Abuse. This will also encourage the victims of abuse to come out and seek help. The 
turn-around in the lives of the survivors acts as a great moral boost for the victims. The backing 
of powerful and eminent personalities at the press conference and different events of the 
campaigns not only encourages the victims to be strong but will also act as a deterrent for the 
perpetrators to stop the abuse. 
Other activities suggested like having a screening of an educational video, having 
educational seminars, systemic email updates will create opportunities for discussion (Francis & 
Taylor, 2009). People will become  more aware of their intentions and it will also help to 
reinforce their need to be actively involved rather than ignoring the problem; thus creating a 
society which is not tolerant towards Domestic Abuse. 
 
Behavioral change-Theories and Activities 
This campaign has an ultimate goal of transforming all the knowledge into action to 
support the cause of preventing Domestic Abuse and helping out the victims of abuse. The 
campaign also provides inputs on the ways to react in situations where there is a possible chance 
of abuse and ways to de-escalate the situation. The iPledge campaign encourages the society to 
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become proactive in their support to prevent violence and to promote actions to support to help 
the victims. 
The Social Cognitive Theory focuses on moral disengagement and its significance 
in bringing about a behavioral change (Allen, 2004). The iPledge campaign helps to provide the 
society with knowledge to realize that the victim is not to be blamed and the responsibility is 
entirely upon the perpetrator. The campaign also encourages the individual to stop ignoring the 
issue. The campaign informs the individual that ignoring Domestic Abuse is in a way actually 
providing encouragement for the act. The press conference conducted as part of the campaign 
encourages people to take responsibility for their actions and disengage from the blame game on 
the victim. 
The campaign pushes the society to take a stance on the issue and become part of the 
movement to prevent Domestic Abuse. Activities like taking part in organizing or participating 
in skits to spread awareness about domestic abuse, taking part in slogan contest, participating in 
hand print events, using poetry to spread the message or taking part in the walk organized for the 
cause are steps towards behavioral change. Participating in events supporting the victims of 
abuse makes a statement to the perpetrators of abuse that their actions are not acceptable any 
more. This might actually help to break the cycle of abuse and help the victims. 
Activity list and theories 
Current Activity List  
• Press Conference:  
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The press conference held in Philadelphia every year as part of the iPledge campaign raises 
awareness about the issue of Domestic Abuse and brings focus on the issue. Eminent public 
and political figures come out to support the cause and the campaign. 
The theories of planned behavior and Social Cognitive theory talk about self efficacy as 
being a requirement for bringing about a behavior change in the individual. Such occasions 
provide the apt opportunity to disseminate information to the public thus helping to develop 
the efficacy by presenting the facts to them and highlighting the issue. The facts and figures 
will act as a motivation and give clarity to the intent which has to convert into a behavior 
change through action. 
• Speakers for events and talks:  
The guest speakers invited for the press conference and other events highlight the plight of 
the victims and the difficulties faced by them. They shed light on different aspects of the 
issue. Survivors speaking at such events provide a moral boost to the general public listening 
to them and encourage them to be bold enough to confront the situation in their lives by 
helping to prevent such incidents of abuse. 
This acts as a start of point to learn from the success stories of victims and survivors who 
have faced this evil and come out triumphs in the end. Social Cognitive suggests the concept 
of observed learning and motivation through reinforcement. This provides both the role 
model for imitating the action and also the required reinforcement for people who might not 
be sure of their actions in helping the cause.  
• Distribution of T-shirts, Ribbons:  
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The distribution of T-shirts, ribbons and other products having the iPledge emblem and 
messaging; helps to spread awareness on the issue of Domestic Abuse. This helps to promote 
the cause which is a basic principle of the social marketing theory. 
• Taking the pledge: 
Why take the pledge? What is my goal? 
• Taking the pledge helps to reinforce the stand against domestic abuse. This is the first 
step to in practice in joining forces against domestic violence.  
• This pledge helps to reinforce that domestic violence is unacceptable and you realize that 
every time domestic violence is met with silence, it plants the seed for further abuse of 
the victim.  
• By taking the pledge you want to add voice to the voices of others to make this place a 
better place for us and our children. 
In taking the pledge, you join Women Against Abuse (WAA) members around Philadelphia in 
building a movement to prevent domestic violence. This pledge is one of the first steps to set a 
positive example in our communities, our countries and around the world.  
Taking the pledge through the iPledge campaign fulfills all three goals of the campaign of 
bringing about ‘Attitudinal Change, Changing the Social Norm and Behavior Change’. The 
attitudinal change of taking a stance on the issue is motivated by the information provided 
through the campaign. The stories of victims and survivors help to reinforce the need to protest 
against this social evil. This motivates the individual to actually convert the knowledge and take 
the first step of adding voice to the support needed to prevent Domestic Abuse in the society. All 
three theories focus on the motivation needed to bring about a behavior change in an individual 
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(Pinto & Ciccolo, 2011). The use of a campaign to promote a cause itself is a marketing strategy 
which is deeply rooted in the Social Marketing theory (Gries, Black, & Coster, 1995).   
• Changing Color of PECO building, changing color of LOVE park fountain: 
Such activities help to grab the attention of the public and generate curiosity among the 
general public again helping to spread the message and create awareness. This is part of the 
social marketing theory where promotion of the cause is done helping to spread awareness 
about the issue. 
• Banners, posters and Media placements:  
Banners, posters, flyers are there throughout the center city along with appropriate media 
releases about the campaign. This is an effective way of communicating with the people and 
going to the people with the message. This helps to get to the information to the public and 
helps to stay in their memory by being a constant reminder on a daily basis about the issue. 
The banners and posters are also effective in providing information about the cause and 
provide them with DV hotline numbers to get in touch with when one is in doubt or needs to 
help by taking initiative. They encourage people to take the first step of signing the pledge.  
Recommended Activity list 
Poster Campaigns:  
Poster Campaigns can be conducted within the organization to bring attention to the cause of 
Domestic Abuse. These posters will also be helpful in passing on important information like the 
existence of a toll free hotline for the Domestic Abuse victims.  
Educational Videos: 
Educational videos are a useful tool to provide the information to the public in shortest time with 
a great impact. The educational video may be used to simply highlight the gravity of the issue or 
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it could help the people to actually know what steps should be taken to address the issue of 
Domestic Abuse. 
Organizing Walks: 
This is a wonderful way to get people involved in the organization. This gives the people the 
feeling of getting involved in the cause and at the same time creates awareness for a greater 
audience beyond the scope of the organization.  
Systemic emails on keeping them involved after the sign up event: 
It is very essential to keep the people involved about the issue during the event and even after the 
campaign. Systemic emails updating the individual about the latest events, laws, help lines, 
shelter options are helpful to keep them aware of the possible options to address the issue. 
Hand prints: 
Individuals at the organization could use their handprints to spread the message. This could be 
done by simply outlining once hand on a huge chart paper placed in the institution. The idea is 
for individuals to come up and outline their hand and leave a message to encourage the victims 
to raise their voice against abuse or it could be a simple message to support the cause. This 
activity involves individual and has a greater impact as the individual is participating in the event 
and it’s a constant reminder of the cause for all the members in the institution. 
Domestic Violence skits: 
 People in the organization could be encouraged to perform skits to raise awareness about the 
issue. This would ensure participation and individuals would make an effort to research and learn 
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about the issue. The skit itself would spread the message to others who might not be directly 
involved. 
Poetry: 
Poetry has been used not only to spread the message but also the victims can find solace in 
expressing themselves.  
Slogan contest ‘I want to stop DV because.....’ 
A slogan contest may be conducted within the organization to raise awareness and to involve 
everyone in the cause. 
Educational Seminars: 
Educational seminars are affective for smaller groups who show interest in the cause. This is an 
opportunity to provide a more information in depth and to motivate them to become proactive for 
the cause of preventing Domestic Abuse and helping out the victims. 
 
Survey/ Questionnaire: 
A survey/ questionnaire may be used as a tool to gauge the level of knowledge of an individual 
to decide on the type of campaign to be conducted within the organization. This questionnaire 
will also serve the purpose of actually making the individual aware of the impact that Domestic 
Abuse has on the society and also make them more inquisitive about the issue. The way the 
questions are formed will also help to pass on information about the DV hotline for the victims 
and their relatives.  
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 These activities aim to achieve the different goals of the campaign based on the theories 
of reasoned behavior, Social cognitive theory and social marketing theory. These activities help 
in disseminating information and creating awareness among the general population. This gives 
the public the population to question themselves and helps develop their self-efficacy which in 
turn helps to develop an intention. This acts as the motivation which hopefully will ultimately 
convert into the desired behavior change being expected.  
 These activities like the poster campaign, slogan contest help to be a constant reminder of 
the issue and get them involved in the campaign. The educational videos, seminars are not only 
an opportunity to disseminate more information, but they provided the opportunity to reinforce 
the belief system and develop self-efficacy among the individual. This is also the opportunity to 
help clarify any doubts thus encouraging their intent of doing the right thing and converting it 
into a desired behavior.  
Theories not part of the Theoretical Foundation of the iPledge Campaign 
The other theories like the Health Belief Model, Trans-theoretical Model and the 
Ecological model were considered for having a strong association with behavior modification 
principles. They have been successfully used in other health campaigns to bring about the 
desired behavior change. However, there were aspects of the above mentioned theories which 
did not gel-in with the iPledge campaign and were thus not included as part of the theories for 
the iPledge campaign. 
Health Belief Model 
The Health Belief Model suggests that your belief in a personal threat together with your 
belief in the effectiveness of the proposed behavior will predict the likelihood of that 
behavior. The Health behavior model contains certain concepts that predict why people will 
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take a specific action; these include perceived susceptibility, perceived severity, perceived 
benefits, perceived barrier, cues to action and self-efficacy (Glanz et al, 2002). 
The iPledge campaign did share some of its basic concepts with the Health Belief Model, 
however, specific aspects like perceived susceptibility, perceived benefits and perceived 
barrier did not match with the ideologies of the campaign. This campaign was more focused 
in bringing about a bystander intervention and is not specifically targeting individuals being 
affected by it. The campaign does encourage the victims to come forward and seek help but 
is more focused towards encouraging others to get involved. The direct benefits and barriers 
to the actions are not being charted out in this campaign. 
Trans-theoretical Model 
The Trans-theoretical Model of Behavior Change assesses an individual's readiness to act 
on a new healthier behavior, and provides strategies, or processes of change to guide the 
individual through the stages of change to Action and Maintenance. The different 
components of this theory are – Stages of Change, Process of Change, Decisional Change 
and Self- Efficacy (Glanz et al, 2002).  
The iPledge has its concepts rooted in the aspects of decisional change and Self- 
Efficacy, however, the main focus of this theory is towards the stages of change and the 
process of change. This campaign is about initiating the process of change rather than 
bringing about a complete change, which essentially means that it does not give enough time 
for the stages of change to take place. Having not included the primary two concepts of 
Stages of Change and Process of Change, this theory was not included for the theoretical 
base of this campaign. 
Ecological Model 
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Ecological model focuses on the interaction between the organism and its environment. 
The nature of interaction between the individual and his/ her environment is considered to be 
responsible for the behavior of the individual. Ecological model tries to provide a 
comprehensive explanation about individual behavior by bringing psychological, social and 
organizational influence on behavior into the picture (Glanz et al, 2002). The ecological 
explains behavior on the basis of – Multiple levels of factors influencing behavior, influences 
interacting across levels, Multi-level approach to bring about a desired behavior and being 
behavior specific in bringing about a change.  
The iPledge Campaign does focus on bringing about a behavior change on certain 
different levels, but does not necessarily involve a multi-level approach to bring about the 
behavior change. This campaign focuses on disseminating information to the general public 
and thereby influencing their conscience into bringing about the health behavior on being 
non-tolerant of Domestic Abuse and rejecting Domestic Abuse on all levels and forms. Also, 
this campaign does not have the scope to focus on all the different influences interacting 
across different levels in the environment.  
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Conclusion 
The iPledge campaign helps to lay out the consequences of ignoring the issue of domestic 
abuse– for the victim, for the children, for the perpetrator (even they need help) and the family as 
a whole. The campaign encourages the individual and the society to take a stance on the issue of 
Domestic Abuse and become actively involved in supporting the victims. The campaign has its 
goals and activities firmly rooted in the three theories- Theory of Planned Behavior, Social 
Cognitive Theory and Social Marketing Theory. 
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Questionnaire 
1) How do you describe your understanding of Domestic Violence? 
 Poor  
 I know the problem exists  
 I am knowledgeable about the issue 
2) Who do you think gets affected by Domestic Violence? 
 Spouse  
 Children 
 Family 
 Society  
3) How do you perceive your family’s stance on Domestic Violence? 
 Not aware  
 Not interested in discussing the issue 
 Supportive 
Active in DV movements/ Campaign 
4) How long since you discussed about DV with either your family/partner/ friends? 
 1 week      
 1 month 
 6 months    
 1 year 
 never 
5) What is your exposure to any Domestic Violence Campaign? 
 I have seen Posters/ Flyers 
 
 
 
 
 I have read material online at some websites 
 My friends and relatives have told me about their involvement in campaigns 
 I am personally involved in Supporting Domestic Violence Campaigns 
 I am not aware such campaigns exist 
6) Do you know about the iPledge campaign? 
 No 
 Have seen some posters and banners 
 I know about the campaign and its cause 
 7) Do you know of a DV hotline? Have you called it? 
 Yes 
 No 
 
 
